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Abstract

The background of this research is the existence of two villages that possess identical economic leading sector,
which is fresh water aquaculture. Despite of their similarity, these villages are also hold a determining
difference in the way they practice their business. Fresh water aquaculture farmers in Nagrog Village operate
their businesses in togetherness and collectively. Meanwhile, the practices of aquaculture in Mayang Village are
till conducted individually. Based on the background above, this research is conducted to analyze roles of
business group in fresh water aquaculture cultivation commodities marketing. The method utilized in this
research was a descriptive analysis. Objects of this research are Mayang Village in Subang Regency and
Nagrog Village in Purwakarta Regency. Based on the phenomenon, researchers are interested to analyze the
existence of fresh water aquaculture business group on these villages, the marketing process of fresh water
aquaculture commodity, and the role of business group in the marketing of aquaculture commodity in both
villages. From this research, the obtained results show that business group has been formed in Nagrog Village;
meanwhile in Mayang Village despite the aquaculture business that has been practiced longer than the ones in
Nagrog Village, business group is yet to be formed. Compared to Mayang Village, aquaculture commodity
marketing is more successful in Nagrog Village. The existence of business group provides a significant role in
aquaculture commodity marketing.

Keywords: Aquaculture, business group, commodity marketing, leading sector.

INTRODUCTION

fresh water aguaculture. To be sustainable, it is important to have an aquaculture management that

uses an ecosystem-based approach (Aldiyat 2014). Aquaculture growth have bring positive impact
for the environment (Miller and Atanda 2011; Failler and El Ayoubi 2015). By the statements above, it
can be assessed that fresh water aquaculture plays a significant role in sustainable environmental
preservation and has become a powerful sector that is also able to lift the peoples’ economy as a
whole, and particularly the farmers themsel ves.

Indonesia is endowed by natural resources wealthiness, especialy the ones that are able to
support aquaculture sector. There are aquaculture practices in several villagesin Indonesiais yet to be
well managed. This situation is indicated from the existence of individualy managed fresh water
aguaculture businesses, without involving the role of business groups that are able to accommodate
them in an organized way.

The researchers found that there are two villages in Subang and Purwakarta, which are Mayang
and Nagrog villages that are dependent on fresh water aquaculture as their main economic sector. The

I ndonesia possesses huge marine and fisheries potentials (Y usuf and Trondsen 2013), including in
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role of this aquaculture sector has been invaluable for the people of these villages, and aso helps their
economic.

However, from this research, the researchers revealed that there are several differences in the
practice of fresh water aguaculture business in both of these villages. The existence and involvement
of business groups are not found in Mayang Village and fresh water aguaculture are still individually
conducted. On the contrary, the involvement of business groups in the fresh water aquaculture
businessesin Nagrog Village is aready conducted.

However, the researchers are till unable to picture the role of business group in fresh water
aguaculture sector, especially in its commodity marketing success. Based on the presented
phenomenon, researchers are interested to conduct a research titled: “Business group’s role in the
marketing of Fresh water aquaculture commodity (Survey on Two Villages in Subang and Purwakarta
Regency)”.

Literature Review

The grand theory used in this research is the organizational behavior and management theory (Martin
and Fellenz 2010; Ivancevich et. al. 2014). Meanwhile, the utilized application theory is marketing
management theory (Kotler and Keller 2016; Stone and Desmond 2007).

In the organizational behavior and management theory, we will understand the importance of
groups. This also applies to aquaculture business group, which is the focus of this research. Severa
aguaculture researches were conducted by many researchers. Even so, the subjects are varies,
including researches about of aquaculture integration with traditional farming system (Adugna and
Goshu 2010), aguaculture management (Alaliyat 2014), future aguaculture production system
(Bostock 2011), challenge in aguaculture development (Failler and El Ayoubi 2015), ethical issuesin
aquaculture production (Grigorakis 2010), also fisheries and aquaculture advances (Singh 2015).

Nevertheless, researches in the subject of groups’ importance connected with aguaculture is
rarely done, but there are researches that was conducted, including about the farmers’ participation in
group marketing (Oladgjo et. a. 2014), business groups’ positive impact towards farmers (Anang et.
a. 2016), and collective marketing amongst smallholder farmers (Nyikahadzoi et. al. 2013).

Other researches that pictures the role of business groups in aquaculture marketing was done in
several research focuses, which are about the inefficiency reduction through business groups forming
(Galawat and Y abe 2011), and the role of business groups in collective buying (Wang et. al. 2013).

Fresh water aquaculture provides a significant contribution towards the economy, and also have
become one of the strongest alternative sectors that help fisheries commodities sustainability. It is
important to manage fresh water aquaculture business in a proper way. One of the best ways to
practice aguaculture business is by the involvement of business groups.

Group can be defined as socid entity (Daft 2012), or individuals that interact with each other to
accomplish acommon goal (lvancevich et. al. 2014). Because of that, group forming will later be able
to reduce the market chain actors’ dominance that affects the farmers’ interests (Nyikahadzoi et. al.
2013; Mopidevi and Devi 2015).

The forming of groups can bring several advantages for the farmers, which are farmers’
inefficiency level reduction (Galawat and Y abe 2011), positive effect on efficiency level (Anang et. al.
2016), easier access to inputs (Ullah et. a. 2014), business outcomes enhancement (Martin and Fellenz
2010), and higher quality decisions and solutions in problem solving (Adams and Galanes 2012).
These advantages, of course require a decent practice of leadership inside the group (Wang et. al.
2013). Similarly, the groups’ existence will also bring advantages in fresh water aguaculture business
practice.

The role of business groups provides a significant impact towards a profitable collective selling
process (Vakoufaris et. a. 2007; Oladgjo et. a. 2014). In the subject of marketing as a societal process
for needs provision (Kotler and Keller 2016), a successful marketing is the one that brings profit for
organization (Dwyer and Tanner 2009).



Proceedings
The 2™ International M ultidisciplinary Conference 2016
November 15", 2016, Universitas Muhammadiyah Jakarta, Indonesia
Aminuddin Irfani & Muhardi, Business Group’s Role In The Marketing Of Fresh Water Aquaculture Commodity : 1-8
ISBN 978-602-17688-7-7

Furthermore, the role of business groups in fresh water aquaculture commodity marketing is
important to be applied. However, the fresh water aquaculture businesses that are commonly small
scales are still individually conducted and not involving business groups.

The farmers with small scales aquaculture businesses are usually establish their business around
homesteads, for the reason of effectiveness (Adugna and Goshu 2010). Selling problem in
development of coldwater fisheries is produced because the businesses are unapproachable to the
market (Singh 2015). Other thing is the existence of humerous big traders as middlemen that practice
large amount buying (Kabu and Tira 2015).The existence of middlemen would produce a longer
supply chain that can be solved or shortened by the involvement business group. An enhanced
business group can later be improved into cooperative that would play a significant role in the supply
chain.

An efficient supply chain can produce an on time product delivery system (Jacobs and Chase
2008). Cooperative is usualy filled with active farmers as their members (Kay et. a. 2016), and
emphasizes its activities on the welfare and equality of its member (Shakeel-Ul-Rehman et. al. 2012),
including to produce an effective supply chain. This is why business group and cooperative plays an
important role in aquaculture business success.

Resear ch Method

To conduct this research, researchers utilized a “descriptive analysis” (Anderson 2009, 274). Data
collection was gathered through “group discussion” (Stone and Desmond 2007, 129). A focus group is
a small group of people with an interviewer trained to solicit their views about a particular issue or
product (Schaper et. a. 2014, 161). The subjects of this research are the fresh water aguaculture
farmersin Mayang Village in Subang Regency, and Nagrog Village in Purwakarta Regency that have
made fresh water aquaculture as their economic sector, also have been dependent on the sustainability
of the sector. The two villages have been chosen due to the visible impact of business group
involvement’s existence and non-existence against aquaculture businessin the villages.

Result and Discussion

The result of this research, furthermore explains various findings in the practice of fresh water
aguaculture businesses in Mayang and Nagrog Villages, in relation with the business groups’ role in
the marketing of fresh water aquaculture commodity. The findings the mentioned research outcome
are about the existence of business groups in the two villages, aquaculture commodity marketing, and
the important role of the business group in the marketing of fresh water aquaculture commodity in
both of these villages.

Aquaculture business group

Aquaculture has become a leading sector in Mayang and Nagrog Village. This sector has provided a
large economy drive for the people of both villages. Despite the identical dominant sector, the two
villagesin fact run their businessin adifferent way.

Researchers found that the farmers in Mayang Village are till individually conducting their
business, even though aguaculture has been practiced longer than the farmers in Nagrog Village. On
the other hand, the existence and involvement of business group in aguaculture sector have been very
significant in Nagrog Village.

Fresh water aguaculture business in Mayang Village experience a dower development than the
ones in Nagrog Village, because they practice their businesses based on individualy learned
production knowledge. The knowledge is inherited by the older generations and stays on the same
level for avery long time. Because of that, the farmers are unable to diversify their product.
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The problems faced by the farmers, such as fish virus attack occurred on several years ago, are
still unsolved because the farmers are individualy trying to solve this problem. However, abundant
water resources have provided a great advantage for the farmers to sustain fresh water aquaculture
business. Aquaculture business disorganizations have also brought difficulties for the government to
provide supports in form of regulation that take sides on fresh water aquaculture farmers in Mayang
Village.

Fresh water aquaculture practices in Nagrog Village have aready involved business groups in
the management. Aquaculture problems in production, capital provision, marketing, and knowledge
improvement can be solved through various trainings organized by the business groups. By the
existence of business groups’ role, the farmers are also able to acknowledge their inability to meet the
high market’s demands because of their production capacity limitation. This means, the presence of
business groups have become important for the farmers.

The awareness of business group importance has become a driven factor for the farmers to unite
the existed business groups and transform it into cooperative, without erasing the formerly formed
groups.

Aquaculture Commodity Marketing

The result of this research reveds that aguaculture commodity marketing in Mayang and Nagrog
Villages experience severa differences. In general, Nagrog Village owns a better marketing system by
the existence and the involvement of business groups in the business. Meanwhile, fresh water
aguaculture in Mayang Village is a dow growing business. The village’s society in Mayang Village
has been practicing this business since a long time ago and has been experiencing its own ups and
downs. Similarly, its marketing system experience slow growth since the sector was developed. Fresh
water agricultural commodity marketing process is dominated by the existence of several middlemen
that weaken the farmers’ bargaining position.

Regarding marketing against input market, the fresh water aquaculture farmers in Mayang
Village are experiencing problems due to their weak bargaining power because their inability to
control price of the procurement. The individualy conducted buying process makes it hard for the
farmers to achieve afair production factor input procurement price from the supplier.

With the inexistence of business group in Mayang Village, their market reach is very limited.
This invites the role of middlemen in every aspect of marketing including distribution and selling. The
dominant roles of middlemen in marketing have also brought more pressure for the farmers in the
subject of commodity production and price. Therefore, fresh water aguaculture commodity supply
chainin Mayang Village is not efficiently working, and the one who bear the |osses are the farmers.

Meanwhile, fresh water aguaculture farmers in Nagrog Village have already utilizing business
groups’ role and further applying e-marketing by benefiting social media. However, the farmers are
still unable to meet the high customers’ demands because of limited production capacity. Thislevel of
production occurs because of cultivation land limitation, and not because the farmers are inability to
market their commodity.

The Role of Business Group in Aquaculture Marketing

In Mayang Village, the activities in input market, which are seed and feed procurements, are
conducted individually. The input supplies are bought from suppliers outside of the village with a
price that relatively unstable. However, the escalation is not corresponding with the price of
aguaculture commodity produced by the farmers and it can bring losses for the farmers. The farmers
are helpless in stabilizing the feed input price because they are supplied only by limited sources that
form an oligopoly market. Similarly, for fish seed supply, the farmers are also dependent on several
supplierslocated outside of the village.

The individually conducted procurement creates a relatively high input resources procurement
cost. Meanwhile, output marketing activities in Mayang Village are dominantly involving the role of
middlemen. Commodity distribution and marketing aspects in the business after the harvesting process
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are controlled by the middlemen. These events make it hard for the farmersto have some insight about
market situation and have produced asymmetrical information. Based on the described finding,
researchers assess that there is a significant need of an aquaculture business group in Mayang Village
to create a better business situation for the farmers in every aspect, especially marketing, to be able to
minimize the middlemen dominant role in the market chain, and to bring more interest for the farmers’
community.

Different from Mayang Village, the existence of business group in Nagrog Village has been
accelerating the farmers’ businesses development. Procurement from input market has been made
easier and more effective by the assistance of the business group, with the application of bulk-buying
that can produce a feasible procurement price. In marketing aspect, the role of business group has
covered every gap that is being abused by the middiemen for profit-gaining, as found in Mayang
Village. Business group handles demand making and provision process, as well as pricing and market
handling, and creates a better procurement system. The success of fresh water aquaculture businessin
Nagrog Village, mostly happen due to the existence of a business group that are able to significantly
play its role to handle every farmers’ needs especially in the marketing aspect.

CONCLUSION

Business groups have been formed in Nagrog Village; meanwhilein Mayang Village business group is
yet to be formed. Business groups’ existence in Nagrog Village has improved the success of fresh
water aquaculture business farmers. Farmers that are yet to form a business group face weaknesses in
bargaining power.

Commodity marketing weakness is one of the most frequently faced problems by the fresh
water aguaculture business farmers. The marketing weakness is caused by an inefficient market chain,
which is produced by the unorganized farmers’ business activities. Compared to Mayang Village,
aguaculture commodity marketing is more successful in Nagrog Village.

Through business groups, problems faced by individuals whether internally in their business or
externaly that are connected to market are easier to be solved. The existence of business group
provides a significant role in aquaculture commodity marketing.

Acknowledgement

This research is funded by the Director of Research and Community Service, Directorates General of
Research Reinforcement and Development, Ministry of Research, Technology and High Education, in
correspondence  with Research  Grant Implementation Assignment Agreement  Letter,
Number:105/SP2H/PPM/DRPM/ 11/2016, February 17, 2016.

REFERENCES

Adams, Katherine and Galanes, Gloria J. (2012). Communicating In Groups: Applications
and Skills, Eighth Edition. New Y ork: The McGraw-Hill Companies Inc.

Adugna, B. T., & Goshu, G. (2010). Integrating Aquaculture with Traditiona Farming
System: Socioeconomic Assessment in the Amhara Region, Ethiopia. International
Journal of Ecohydrology & Hydrobiology, 10(2-4), 223-230. Retrieved from
http://search.proquest.com/docview/886544679? accountid=50656. Accessed on 1
September 2016, 14:10 west Indonesian time. Accessed on 1 September 2016, 14:10
west Indonesian time.

Aldiyat, S. (2014). Ecosystem-Based Approach to Norwegian Aquaculture Management.
European Scientific Journal, Retrieved from

5



Proceedings
The 2™ International M ultidisciplinary Conference 2016
November 15", 2016, Universitas Muhammadiyah Jakarta, Indonesia
Aminuddin Irfani & Muhardi, Business Group’s Role In The Marketing Of Fresh Water Aquaculture Commodity : 1-8
ISBN 978-602-17688-7-7

http://search.proquest.com/docview/1671868458%accountid  =50656. Accessed on 1
September 2016, 14:19 west Indonesian time.

Anang, B. T., Bé&kman, S., & Sipildanen, T. (2016). Technica Efficiency and Its
Determinants in Smallholder Rice Production in Northern Ghana. The Journal of
Developing Areas, 50(2), 311-328. Retrieved from http://
search.proguest.com/docview/17962918837accounti d=50656. Accessed on 1 September
2016, 11:21 west Indonesian time.

Anderson, Valerie. (2009). Research Methods in Human Resource Management, 2nd Edition.
London: Chartered Institute of Personnel and Development, CIPD House.

Bostock, J. (2011). The Application of Science and Technology Development in Shaping
Current and Future Aquaculture Production Systems. The Journa of Agricultura
Science, 149, 133-141. doi:http://dx.doi.org/10.1017/ S0021859610001127. Accessed
on 15 September 2016, 14:37 west Indonesian time.

Dwyer, F. Robert and Tanner, John F. Jr. (2009). Business Marketing: Connecting Strategy,
Relationships, and Learning, 4th Edition. New Y ork: McGraw-Hill Education.

Daft, Richard L. (2012). New Era of Management, Tenth Edition. United States. South-
Western, Cengage Learning.

Faller, P., & El Ayoubi, H. (2015). The ACP Group of States and the Challenge of
Developing Aquaculture. Journal of FisheriesSciences.Com, 9(4), 1-4. Retrieved from
http://search.proquest.com/docview/1768631955%accountid =50656. Accessed on 1
September 2016, 14:53 west Indonesian time.

Galawat, F., & Yabe, M. (2011). An Analysis of Farm Level Technical Efficiency in the Rice
Production in Brunel Darussalam: A Stochastic Frontier Approach. International
Journd of Arts & Sciences, 4(15), 21-31. Retrieved  from
http://search.proquest.com/docview/926833297?accountid =50656. Accessed on 14
September 2016, 11:12 west Indonesian time.

Grigorakis, K. (2010). Ethical Issues in Aquaculture Production. Journal of Agricultural and
Environmental Ethics, 23(4), 345-370. doi:http:// dx.doi.org/10.1007/s10806-009-9210-
5. Accessed on 1 September 2016, 15:07 west Indonesian time.

Ivancevich, John M., Konopaske, Robert and Matteson, Michael T. (2014). Organizational
Behavior & Management, Tenth Edition. New Y ork: McGraw-Hill Companies, Inc.
Jacobs, Robert F. and Chase, Richard B. (2008). Operations and Supply Management: The

Core. New York: McGraw-Hill Companies, Inc.

Kabu, E., & Tira, D. S. (2015). Vaue Chain Analysis towards Sustainability: A Case Study of
Fishery Business in Kota Kupang, Indonesia. International Journal of Economics and
Financid I ssues, 5(1) Retrieved from
http://search.proquest.com/docview/1753602845%accountid=50656. Accessed on 1
September 2016, 08:30 west Indonesian time.

Kay, Ronald D., Edwards, William M. and Duffy, Patricia A. (2016). Farm Management,
Eighth Edition. New Y ork: McGraw-Hill Education.

Kotler, Phillip and Keller, Kevin L. (2016). Marketing Management, 15th Edition. United
Kingdom: Pearson Education Limited.

Martin, John and Fellenz, Martin. (2010). Organizational Behaviours & Management, Fourth
Edition. United Kingdom: South-Western, Cengage Learning.

Miller, J. W., & Atanda, T. (2011). The Rise of Peri-Urban Aquaculture in Nigeria.
International Journal of Agricultural Sustainability, 9(1), 274-281. Retrieved from
http://search.proquest.com/docview/8865455597accountid =50656. Accessed on 1
September 2016, 07:50 west Indonesian time.



Proceedings
The 2™ International M ultidisciplinary Conference 2016
November 15", 2016, Universitas Muhammadiyah Jakarta, Indonesia
Aminuddin Irfani & Muhardi, Business Group’s Role In The Marketing Of Fresh Water Aquaculture Commodity : 1-8
ISBN 978-602-17688-7-7

Mopidevi, R., & Devi, S. K. (2015). Primary Fish Market Conditions: An Analysis on Role of
Middlemen (Nizampatnam Port - Bay of Bengal). International Journal of Management
Research and Reviews, 5(3), 151-158. Retrieved from
http://search.proquest.com/docview/1673958823? accountid=50656. Accessed on 1
September 2016, 10:46 west Indonesian time.

Nyikahadzoi, K., Siziba, S., Mango, N., Zamasiya, B., & Adekunhle, A. A. (2013). The
Impact of Integrated Agricultural Research for Development on Collective Marketing
among Smallholder Farmers of Southern Africa. Asian Journal of Agriculture and Rural
Devel opment, 3(5), 321. Retrieved from
http://search.proquest.com/docview/1416188553?accountid=50656. Accessed on 17
September 2016, 07:37 west Indonesian time.

Oladgjo, J. A., Oladiran, J. O., & Olasupo, O. R. (2014). Willingness to Participate In Group
Marketing Of Farm Produce among Maize Farmers in Oyo State of Nigeria
International Journal of Agriculture Innovations and Research, 2(6), 1137-1143.
Retrieved from http://search.proquest.com/  docview/16103014297accounti d=50656.
Accessed on 17 September 2016, 14:22 west Indonesian time.

Schaper, M., Volery, T., Weber, P. and Gibson, B. (2014). Entrepreneurship and Small
Business, 4th Asia-Pacific Edition. Australia: John Wiley and Sons Australia, Ltd.
Shakedl-Ul-Rehman, Selvarg, M., & lbrahim, M. S. (2012). Indian Agricultural Marketing-
A review. Asian Journal of Agriculture and Rural Development, 2(1), 69. Retrieved
from http://search.proquest.com/ docview/1416223678?accountid=50656. Accessed on

6 September 2016, 15:20 west Indonesian time.

Singh, A. K. (2015). Advances in Indian Coldwater Fisheries and Aquaculture. Journal of
FisheriesSciences.Com, 9(3), 48-54. Retrieved from http://
search.proguest.com/docview/1718146478%accountid=50656. Accessed on 1 September
2016, 16:19 west Indonesian time.

Stone, Marilyn A. and Desmond, John. (2007). Fundamentals of Marketing. New Y ork:
Routledge.

Ullah, W., Mulatsih, S., & Anwar, S. (2014). Determinants of Sustainable Vegetable Farming
among Smallholder Farmers in Bogor Regency. International Journal of Current
Research and Review, 6(13), 6-14. Retrieved from
http://search.proquest.com/docview/1552596294?accountid =50656. Accessed on 14
September 2016, 09:57 west Indonesian time.

Vakoufaris, H., Spilanis, I., & Kizos, T. (2007). Collective Action in the Greek Agrifood
Sector: Evidence from the North Aegean Region. British Food Journal, 109(10), 777-
791. doi:http://dx.doi.org/10.1108/000707007108 21322. Accessed on 17 September
2016, 08:27 west Indonesian time.

Wang, J. J., Zhao, X., & Li, J. J. (2013). Group Buying: A Strategic Form of Consumer
Collective. Journal of Retailing, 89(3), 338-351. doi:http://dx.
doi.org/10.1016/j.jretai.2013.03.001. Accessed on 17 September 2016, 07:50 west
Indonesian time.

Yusuf, M., & Trondsen, T. (2013). Improving Indonesia's Competitiveness: Innovation, Vaue
Chains and Cluster-Bases for Realising the Huge Potential of Marine and Fisheries.
International Journal of Organizationa Innovation (Online), 6(1), 111-118. Retrieved
from http://search.proquest .com/docview/14132534697accountid=50656. Accessed on
1 September 2016, 13:07 west Indonesian time.



Proceedings
The 2™ International M ultidisciplinary Conference 2016
November 15", 2016, Universitas Muhammadiyah Jakarta, Indonesia
Aminuddin Irfani & Muhardi, Business Group’s Role In The Marketing Of Fresh Water Aquaculture Commodity : 1-8
ISBN 978-602-17688-7-7

About the authors

Aminuddin Irfani: Born in Pekalongan, Indonesia. Bachelor of Economy achieved from Bandung
Islamic University. Obtained Magister Agriculture degree from Padjadjaran University.
Lecturein thefield of Human Resource Management.

Muhardi: Born in Belitung Island, Indonesia. Bachelor of Economy achieved from Bandung Islamic
University. Degrees of Magister of Science and Doctor were obtained from Padjadjaran
University. The areas of expertise consist of Operations Management and Strategic
Management.



